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•	 Canadian	 journalists	 rank	highest	 in	our	Social	
Journalism	Barometer	2012;	they	use	social	me-

















































print	 journalists,	 and	 they	 also	 have	 higher	
levels	of	knowledge.	Broadcast	 journalists	 in	
many	 countries	 are	 also	 among	 the	 highest	




revealed	 that	 journalists	 are	much	more	 ac-
tive	social	media	users	compared	to	the	ge-
neral	 population	making	 them	 social	media	
champions	within	society.














knowledge	 and	 attitudes	 among	 journalists	 and	
media	 professionals	 in	 different	 countries.	 To	 put	




This	 year‘s	 online	 study	 was	 compiled	 from	 over	
3650	journalists’	responses	from	11	different	coun-
tries;	 US,	 Canada,	Australia,	 France,	Germany,	 UK,	
Finland,	Sweden,	 Italy,	Spain	and	 the	Netherlands.	
This	 report	 is	 the	 analysis	 of	 the	 responses	 from	
eight	countries:	Australia,	Canada,	Finland,	France,	





blogs	 and	 professional	 social	 networking	 sites	 in-
creased	(from	45%	to	66%	and	from	36%	to	74.3%	
respectively).	 Journalists	 also	 use	 social	media	 for	
more	varied	purposes	compared	to	a	year	ago.	The	
2011	study	showed	that	publishing	and	promoting	
own	 content	was	 the	most	 important	 purposes	 of	
use.	 This	 remained	 important,	 however,	 the	 uses	
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Country Post original 




Use social media to 
meet new people 




Reply to comments 
you receive in re-
lation to your work 
on social media 
sites daily
Australia 37.8 13.3 14.8 29.6
Canada 50.3 21 24.3 38.3
Finland 16.1 9.7 2.4 7
France 29.8 14.9 17.7 28.4
Germany 16.7 11 8.1 17.5
Sweden 26.4 7.9 8.9 16.7
United Kingdom 46.9 16.3 9.8 28.1
United States 47 19.1 23 36.1
















Figure 4 - Percentage of Respondents Who Used more than  
Six Types of Social Media Tools for Work in a Typical Week
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Social reader and 
bookmarking 
tools
Australia 67.9 77 68.9 65.8 84.2 71.9 23.5
Canada 79.6 74.8 79.9 75.5 84.9 77.7 33.5
Finland 78.7 85.2 46.7 43.3 83.6 71.3 8.8
France 77.2 77.7 61.9 70 76.7 81.4 19.5
Germany 63.7 85.4 46 64.2 71 67.4 16.7
Sweden 79 86.3 63.7 46.6 85.3 72.4 12.1
United Kingdom 68 70.2 79.4 75.7 72.1 65.6 20.1
United States 81.8 73 77 85.8 82.7 71.8 33.3
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Country Publishing Sourcing Networking Verifying Monitoring
Australia 74 86.2 67.9 59.2 66.3
Canada 83.2 83.2 73.7 63 61.1
Finland 50.3 44.4 58.6 67.7 81.7
France 64.7 86 69.3 55.8 73
Germany 56.9 85.9 57.7 59.5 56.9
Sweden 62.5 89.3 61.1 53.6 68.3
United Kingdom 80.9 84 74.5 60.8 66.8
United States 82.7 80.6 77 59.4 68.2







Figure 7 - Perceived Knowledge in Using Social Media Tools for Work (% of respondents)
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Figure 8 - Percentage of Respondents who Agree that Social Media have Improved the Productivity of their Work
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Country Involvement Practice Knowledge Attitudes Combined Ranking
Canada 1 1 1 1 1st
United States 2 2 2 3 2nd
United Kingdom 3 3 4 4 3rd
Sweden 4 6 5 1 4th
Australia 4 4 3 7 5th
France 6 5 6 5 6th
Finland 7 8 8 5 7th
Germany 8 7 7 8 8th



















Figure 10 - Percentages of Respondents who Agreed that Concerns Over  
Privacy and Data Security Prevent them Using Social Media More
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Figure  12 - The Five Professional Social Media Profiles 
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CHARACTERISTICS OF PROFESSIONAL SOCIAL MEDIA PROFILES
The five profile groups vary greatly in their involvement, professional practice,  















Figure 13 – Percentage of Profile Groups with more 500 and with No Followers on their Preferred Social Media site
no	followers	(%)>500	followers	(%)
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CHARACTERISTICS OF PROFESSIONAL SOCIAL MEDIA PROFILES
The five profile groups vary greatly in their involvement, professional practice,  









Professional Social Media 
Profiles
Promoters Hunters Sceptics Observers Architects
Blogs 95% 78% 57% 74% 88%
Content Communities and 
Crowdsourcing Sites
82% 81% 71% 80% 89%
Microblogs 97% 46% 25% 91% 99%
Professional Social Networking 
Sites
83% 61% 46% 69% 85%
Social Networking Sites 94% 93% 57% 82% 97%
Audio-Visual Sharing Sites 83% 78% 54% 73% 89%
Social Reader and Bookmarking 
Tools
35% 17% 6% 17% 48%
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CHARACTERISTICS OF PROFESSIONAL SOCIAL MEDIA PROFILES
The five profile groups vary greatly in their involvement, professional practice,  
     knowledge and attitudes in relation to social media.
Type of Social Media Activity Promoters Hunters Sceptics Observers Architects
"Post original comment on a 
social networking or blogging 
site“
At least daily At least monthly Less than 
monthly
At least weekly At least daily
"Contribute to content commu-
nities or crowdsourcing sites"
At least 
monthly
At least monthly Never Less than 
monthly
At least weekly
"Maintain a work-related blog" At least weekly At least monthly Never Less than 
monthly
At least monthly
"Reply to comments they receive 
in relation to your work on social 
media sites"
At least weekly At least weekly Less than 
monthly
At least monthly At least daily
Figure 15 - Social Media Practice of Professional Profile Groups
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CHARACTERISTICS OF PROFESSIONAL SOCIAL MEDIA PROFILES
The five profile groups vary greatly in their involvement, professional practice,  








Professional Social Media 
Profiles
Promoters Hunters Sceptics Observers Architects
"I would not be able to carry out 
my work without social media"
Ambivalent Ambivalent Disagree Disagree Agree
"Social media have improved 
the productivity of my work"
Ambivalent Ambivalent Disagree Ambivalent Agree
"I don’t use social media more 
because the information cannot 
be trusted"
Disagree Disagree Ambivalent Disagree Disagree
"Concerns over privacy and data 
security prevent me using social 
media more"
Disagree Ambivalent Ambivalent Ambivalent Disagree
"Using social media allows me 
to promote myself  and my 
work much better"
Agree Agree Ambivalent Agree Strongly Agree
"Because of social media, I com-
municate better with people 
relevant for my work"
Agree Aree Ambivalent Agree Agree
Figure 17 - Views about Social Media
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CHARACTERISTICS OF PROFESSIONAL SOCIAL MEDIA PROFILES
The five profile groups vary greatly in their involvement, professional practice,  
     knowledge and attitudes in relation to social media.
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CHARACTERISTICS OF PROFESSIONAL SOCIAL MEDIA PROFILES
The five profile groups vary greatly in their involvement, professional practice,  
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JOURNALISTS ARE SOCIAL MEDIA CHAMPIONS
The  2012  Social  Journalism  Study  used  the Forrester  Social  Technographics®  segmentation  model  as  a 
complementary  method  to explore  journalists’  personal  usage  of  social  media  and  compare  with those  of  
the general  population.   Over  the past  5 years,  the Social  Technographics®  research  has  developed  seven  
 of  consumer’s  use  of  social  media;  Creators,  Conversationalists,  Critics,  Collectors,  Joiners,  
Spectators  and  Inactives . Applying  the same  analysis,  the variations  between  the seven  countries  (Fin -
land  has  been  exclude  because  it does  not have  a Forrester   indicates  that journalists’  social  media  
behaviours  dier   from  those  of  the general  population  (Figure).  Journalists  are  more  heavily  
engaged  in all  aspects  of  social  media  and  the proportion  of  journalists  in the categories  of  Joiners,  Crea -
tors,  Conversationalists,  Collectors  and  Critics  are  considerably  higher.  This  is further  reinforced  with the 
very  low number  of  who are  classed  as  ‘inactive’.  This  suggests  that journalists  are  above  average  users  of  
social  media  in their  personal  life  making  them  social  media  champions  within society.  
Using  the Forrester   also  reinforces  the  of  this survey  about  county  dierences.  Journalists  
and  consumers  in Canada  and  the US  are  more  engaged  with social  media  compared  to journalists  and  
consumers  in Germany  who are  the least  engaged.  For  example,  the US  achieved  the highest  consumers  
scores  for  Creators,  Conversationalists,  Critics,  Collectors  and  Spectators.   In contrast,  it is evident  that 
Germany  achieves  the lowest  consumer  scores  in all  categories,  e.g.  Creators,  Conversationalists,  Critics,  
Collectors,  Joiners  and  Spectators.  Equally  it scores  highest  in the Inactives  (31%)  with the next  highest  
score  from  the UK  (22%)  followed  by France.   This  suggests  that journalists   the wider  country  use  of  
social  media.









Figure  - Characteristics of data
local/regional: 29.2% national: 46.3%
large: 34.2 %
newspaper: 25%
28-45y: 50.9% 45+y: 40%
magazine: 28.2% online: 31.1%
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ABOUT THE SURVEY
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